












respondents. 
Nearly a quarter of respondents 

revealed that they believe social 
networking activities to be a dis-
traction for business, and 17 per-
cent worry about introducing risk 
to the organization. More than 
one-quarter of respondents did 
not know how social media tools 
could impact their travel program.

As the use of social media surges 
among consumers, employees will 
become increasingly influenced 
by personal and professional 
networks. Managed travelers will 
want to use their connections for 
travel information and recom-
mendations. Companies should 
consider the likelihood of travelers 
going to outside groups and social 

networking sites for advice if an 
internal community is not avail-
able. They should also consider 
whether outside advice could 
hamper the effectiveness of their 
travel programs. Companies must 
also weigh the benefits of an inter-
nal community against potential 
drawbacks.

Some travel stakeholders worry 
about driving volume away from 
preferred suppliers as a result of 
negative comments from travel-
ers. Early adopters have reported 
to industry press that they have 
used positive and negative traveler 
feedback to inform their supplier 
negotiations and manage their 
vendor selection processes. The 
question of sufficient resources 

to manage traveler feedback and 
respond to concerns, however, can 
become a critical issue and require 
additional staff to attend to trav-
eler minutiae. This is a reactive 
position from which travel depart-
ments have worked hard to free 
themselves.

As social networking tools gain 
prominence in the workplace, 
not knowing how these tools can 
influence a managed travel pro-
gram will not be an option. Travel 
stakeholders must develop their 
knowledge of social media now 
and educate their corporations 
about how to capitalize on oppor-
tunities while avoiding potential 
pitfalls.
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Figure 9.
Attitudes Toward Social Networking Within A Managed Travel Program
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Section 4: 
Online Booking Tools
As new technologies enter the 
managed travel marketplace, 
existing technologies must adapt 
to meet new demands. Survey 
respondents are looking to online 
booking tools—which trans-
formed managed travel 10 years 
ago with their ability to lower 
transaction costs, integrate policy 
and influence traveler behavior at 
the point of sale—to integrate a 
new generation of managed travel 
capabilities.

The 2009 Executive Travel 
Survey shows emerging demand 
for mobile online booking tools 
that will allow travelers to call up 
itineraries, receive travel alerts 
and shop for/book travel while on 
the road (see fig. 11). Companies 
are looking to integrate OBTs with 
expense reporting systems for 
end-to-end travel reporting. This 
demand is part of a larger push 
toward travel automation that also 
incorporates data from corporate 
credit cards and other suppliers 
(such as e-folio for hotels). 

Interactive maps for hotels, air 
and rail are also on the wish list, as 
is the demand for Web 2.0 capa-
bilities, such as the ability to col-

lect and display user-generated 
supplier reviews. The result is 
likely to be an online book-
ing tool that becomes much 
more collaborative than many 
current offerings that push 
one-way communications and 
maintain overtones of mandate 
and enforcement as opposed to 
a focus on traveler engagement, 
convenience and support.

While these new demands 
could signal a shift in tone for 
online booking tools, survey 
respondents are clearly not 
looking to replace core func-
tions when it comes to their 
current technology (see fig. 
10). It is more important to 
respondents that booking tool 
providers maintain ease of use, 
flexible policy/management 
options, broad access to con-
tent, real-time hotel availability 
and robust data to power their 
managed travel programs. Any 
new capabilities offered by 
an OBT must be successfully 
layered over these traditional 
functions without compro-
mising the excellent adoption 
rates, improved compliance 
and savings results that travel 
stakeholders have worked hard 
to achieve.
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Online Booking: Top 10 
Required Capabilities*

Ease of use	 4.64

Lowest fares/rates	 4.60

Access to non-GDS content	 3.72

Traveler tracking integration 	 3.67

Real-time hotel availability	 3.64

Flexible policy options	 3.59

Reporting/data capability	 3.55

Workflow/pre-trip approval	 3.54

TMC automation	 3.53

Customized look of tools	 3.48

Figure 10.

Online Booking: Emerging 
Capabilities*

Exchange/void/refund	 3.41

Mobile capabilities	 3.26

Expense tool integration	 3.26

Interactive maps for hotel	 3.24

Global expansion capability	 3.15

Meetings integration	 3.04

Dynamic messaging	 2.95

Web 2.0 capability	 2.84

TMC online chat help	 2.82

Maps for air/rail shopping	 2.76

Figure 11.

* Higher number = more valuable



ProMedia.travel
ProMedia.travel LLC is an integrated media company serving the informa-
tion needs of the managed travel and meetings marketplace. ProMedia.travel 
publishes Procurement.travel, Management.travel, TheTransnational.travel 
and TheBeat.travel. The company’s Content Solutions department effectively 
delivers sponsored content to targeted communities of travel professionals via 
e-newsletters, white papers, webinars, supplements and other vehicles. For 
more information, visit www.promedia.travel.

GetThere
GetThere®, the world’s leading business travel and collaboration solution, is 
committed to corporate online travel. Travel is the second largest control-
lable expense for most organizations. So a corporation’s travel policy – and the 
way it’s managed – significantly impacts the bottom line. To help companies 
manage their travel spend, GetThere® combines innovation and travel indus-
try expertise to bring the best in online travel technology to corporations and 
corporate travelers around the globe. More than 3,000 corporations worldwide 
use GetThere®. For more, information visit www.getthere.com.

Sabre Travel Network
Sabre Travel Network® provides the world’s most efficient corporate travel 
marketplace for travel agencies and corporations. We are committed to help-
ing you achieve best-in-class travel procurement results by providing end-to-
end solutions that help drive maximum savings for your company as well as 
enhanced service and improved security. For more information, visit  
www.sabretravelnetwork.com.

Travelocity Business
Travelocity Business® is a full-service corporate travel management company 
that helps companies easily manage travel and reduce costs, while providing 
more choices to travelers. Travelocity Business combines the expertise, service 
and travel choices of Travelocity® with corporate experience gained from serv-
ing more than half of the Fortune 200 companies. For more information, visit 
www.travelocitybusiness.com. 
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